The country brand is a set of perceptions and beliefs that people hold about a country.
So, in this market a better quality is not a guarantee of a higher price.
3
The concept of country brand The perceived quality in the wine market is largely determined by the country of origin effect.
French wines, for example, have a positive country of origin effect. The opposite is true for Chilean wines.
The concept of country brand
The main objective of this work is to assess the country of origin effect in the wine market.
6
The stylized facts
The average price and quality indicators in table 1 show that consumer's willingness to pay is heavily influenced by the country of origin effect.
In vintage 2005, for example, the price/quality ratio is 0.99 in the case of France but only 0.26 in the case of Chile. : 1997, 1999, 2001, 2004, 2005 and 2007. 9 N°of bottles The model
We use a hedonic pricing model; this is, one that decomposes the market price into separate components that determine the consumer´s willingness to pay for a bottle of wine.
The principle underlying a hedonic regression is straightforward: the price of a good is a linear function of its attributes.
10
The model
For each vintage (1997, 1999, 2001, 2004, 2005 and 2007) we estimate the following equation:
Where p i and q i are price and wine rating of the bottle i. D k is a dummy variable taking the value 1 if the wine is from region/country k and 0 if it is not. Y i is a vector of control variables. 
Results and Conclusions
Conclusions 1. Quality matters in the wine market. We find a significant and positive relationship between price and quality.
The price-quality elasticity has remained in the range between 2.7 and 4.0 over the last decade. 
